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_|A SUGGESTION. Several read- 
ers of The Reporter have suggested 
that we should become interested 
in a crusade which might be help- 
ful in stamping out the flood of 
scurrilous printed material (politi- 
cal and otherwise) which is clutter- 
ing up the mail and which is caus- 
ing disunity. 


The suggestion is simple .. . that 
a law be promoted requiring the 
name of the printer to be placed on 
every piece of printed promotion 
literature. We don’t know how it 
could be arranged, or whether it 
would be constitutional . .. but if 
the name of the printer was re- 
quired on every piece there would 
be fewer (or no) cases of scurri- 
lous unidentifiable propaganda. 
Perhaps the printers themselves 
would like to undertake such a cru- 
sade. We’d like to get reactions. 


'NEW POST OFFICE PAYMENT 
SYSTEM. As soon as the proper 
machinery is set up the postal mon- 
ey order system for small payments 
will be abolished and Post Offices 
throughout the country will offer 
postal notes and _ special postal 
stamps, a modernized substitute for 
old-fashioned money orders. 


Postal notes will be issued in 
fixed denominations of 10 cents, 50 
cents, one dollar and up to $10 in 
multiples of 50 cents. Stamps will 
be one cent each. The Postal notes 
will cost a five cent fee each and 
the one-cent stamps will be issued 
without extra charges. 


For instance, if you want to 
send $2.07 to Ralph Thompson for 
a small crate of oranges, you will 
drop into the Post Office, buy a $2 
note for $2.05, plus seven one-cent- 
ers which you will paste on the note, 
for a total of $2.12. After that you 
will write Ralph’s name on the line 


eo + ork. Nee. 


marked “Payee” and Ralph will get 
his dough by indorsing the Postal 
note like a check. 


Although rate is lower, the Post 
Office Department expects to show 
a profit because of the saving in 
accounting costs. Last year the 
Postal money order business ran 
into a deficit of $3,269,000. 


This all happened because some- 
body in the Post Office suggested a 
bill which Congress passed without 
any shouting or publicity. When it 
reached the White House, FDR 
thought it was a swell idea and 
signed it. 


_| BOOKVERTISING. Procter & 
Gamble has just issued a fifty page, 
54%2”x8%” stiff cover book, en- 
titled “Into a Second Century with 
Procter & Gamble.” 


It was privately printed in Cin- 
cinnati, Ohio. A beautiful and well 
illustrated story of the growth of a 
successful company. Books such as 
this will probably become more 
popular in the days after the war. 


» 
Black MAIL 


For the information of our many 
friends who placed orders for ad- 
vance copies . .. the package of 
verbal dynamite labelled “Black 
MAIL” will go on sale in book stores 
on July 24th, 1944. Unless someone 
throws a monkey wrench in the 
press! Advance orders will be filled 
a few days earlier. 


If anyone ever tells us_ that 
The Reporter is not read ... or that 
advertisements in The Reporter do not 
pull . . . we will show them the 
amazing pile of letters received since 
our announcement. Hope “the pub- 
lic” responds as well! 

H.H. 
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||]PAPER ...? As previously pre- 
dicted, there doesn’t seem to be any 
danger of any additional cuts in 
paper quotas during the third quar- 
ter of 1944. The conservation pro- 
gram is working (especially in com- 
mercial printing, direct mail, etc.). 
We understand that there are now 
some 16,000 prisoners of war work- 
ing in the woods ... so pulp sit- 
uation may get better. At any rate, 
keep on conserving intelligently .. . 
and cooperate with the salvage 
campaigns. Every little bit helps. 


_| HISTORY OF DIRECT MAIL... 
that’s an interesting article enti- 
tled “Way Back When” by John 


. Low of Chicago in the Second Quar- 


ter, 1944 issue of The Post, the offi- 
cial magazine of the Mail Advertis- 
ing Service Association. 


We think the MASA should re- 
print this article in pamphlet form 
and make it available for general 
distribution. The first listing of 
“addressing” companies appeared 
in Chicago directory in 1885. In 
1887 the first appearance of 
“circular letters” ... and with it 
the first appearance of our old 
friend A. F. Williams who that year 
apparently started under the name 
of the Trade Circular Addressing 
Company. Mr. Williams is now 92 
years young and still active in the 
business every day from 9:00 A. M. 
to 4:00 P.M. He has changed the 
name to Trade Circular Advertising 
Company and his grandson is help- 
ing him run the business. The ar- 
ticle from there on traces the early 
pioneers. It makes interesting read- 
ing ... especially for one such as 
this reporter who has known and 
profited by the experiences of so 
many of them. 
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eae The history of Champion is one of enterprise, financial 
f Bie ee stability and service. In its first twenty years Cham- 
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aa built with the most modern buildings and efficient 
“7/3. equipment. Year after year Champion has paced the 
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<2". industry in improvement of methods and facilities, in 
“#. uniformity and utility of product. Champion today 
The supplies pulp for making explosives, and many other 


vital war materials; also paper for government use, for 
war maps, for industry, and packaging of food and 
medicines. At the same time, all three Champion mills_ 
continue their ceaseless search for new processes and 
products needed to make, sell and distribute fabulous 
quantities of goods postwar. In war and in peace, 
Champion always functions for the good of the Amer- 
ican people, their business, and their government. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 
MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 





DISTRICT SALES OFFICES 
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Dineet Mail - Post-war Time Sauer! 






By Howard Korman, President, Direct Mail Advertising Assn. 
Mer., Merchandising & Sales Promotion, McCann-Erickson, Inc, 


A recent nationwide survey by a 
large manufacturing concern showed 
that 750,000 people expressed a de- 
sire to go into retail business! 


To be sure all of them will not 
realize their ambition—thousands of 
them will end up in other fields— 
but this staggering figure indicates 
several things. It indicates that 
American people still have a whole- 
some confidence in individual enter- 
prise—and that the system of indi- 
vidual enterprise will survive after 
the war. 


Add this desire to go into retail 
business to the tremendous battle 
there will be for markets after the 
war—and add again to this picture 
the wild scramble there will be to 
not only obtain new dealer outlets 
but the pressure that will be put on 
old dealers by their present sup- 
pliers and by the competition. 


Now, let us add a frame to this 
picture showing the backlog built up 
on a few necessities and I believe 
you will begin to see that every 
manufacturer is going to be busier 
than the proverbial one-arm paper 
hanger. 


Here is just a partial list of back- 
logs: 





The article printed here was first 
published in the “Members Bulle- 
tin” issued by the Direct Mail Ad- 
vertising Association. It should 
get wider circulation. Read it... 
and file the ideas for future ref- 
erence. 











Let us assume for the moment 
that there are plenty of good sales- 
men available—the figures shown 
in the foregoing chart prove con- 
clusively that the wild rush for 
consumer goods is going to be too 
much for any sales force to handle 
efficiently. 


The failure will not be in man- 
power but in TIME! 


Direct Mail can save that time! 
It can expand the scope of your 
sales force—it can be your sales 
force when and where you need it. 


Many big manufacturers are not 
waiting for the return of peace but 
today are getting their distribution 
built up and they are doing it suc- 
cessfully and economically by mail. 


Mail is economical—it travels 
without priorities—it selects its 
prospect and talks to him about his 
individual problems. 


PRE-PEARL HARBOR AND PRESENT DAY MARKET CONDITIONS 














Sales Number of Dealers 
r **Backlog re- 

Product Pearl Harbor Intend to Buy Pearl Harbor Backlog 
Motor Trucks (all kinds)............ 752,593 1,400,000 24,992 4,324 
Passenger Cars 3,246,059 6,100,000 39,833 6,891 
Refrigerators © 2,312,800 4,100,000 24,853 7,456 
Radios 8,188,400 12,000,000 39,641 11,893 
Electric Ranges 438,600 775,000 Not Available 
Vacuum Cleaners 1,639,904 2,600,000 1,724 518 








**Market potential—estimated requirements to fulfill pent-up demand. 


The foregoing will give you a gen- 
eral idea of things to come when 
the war is over. 


I believe I am on safe ground 
when I say that no manufacturer 
will be able to cover the tremendous 
post-war job of selling and distribu- 
tion with the available manpower. 


THE REPORTER 


When the green light is given to 
business—or even before, here are 
some of the things that the smart 
manufacturer is going to do by Di- 
rect Mail. 


Securing New Dealers 
As we said before it would be im- 
possible for a salesman to cover all 


the necessary outlets needed by a 
manufacturer to take care of his in- 
creasing production. Direct Mail 
properly designed and thoroughly in- 
formative has proved successful in 
the past in actually signing up deal- 
erships. It is obvious that securing 
dealers in this method would be far 
more economical than the expense 
of traveling a salesman. A manu- 
facturer in building a campaign of 
this type of course must be prepared 
to spend at least several dollars per 
name. The ordinary type of Direct 
Mail is not sufficient to tell the 
whole story when you are securing 
a dealer worth many thousands of 
dollars to you per year.. There have 
been instances where Direct Mail 
of this kind cost as high as $35 per 
name for every dealer secured. But, 
still this cost is way under what it 
would have cost to travel men to 
see this same list of prospects. 


Winning Back Inactive Dealers 


After the war there is going to 
be heavy pressure put upon dealers 
who have been inactive to come 
back into the fold. It is not going 
to be as easy as it would seem, as 
many dealers have had ample time 
to sit back and plan new and better 
things for their business lives. And 
they are going to have to be con- 
vinced that what they were doing is 
worth while continuing. 


Intelligent Direct Mail campaigns 
now to all present dealers will pay 
dividends to the manufacturer. 


Direct Mail at this time is almost a 
required part of the advertising ap- 
propriation as many manufacturers 
do not have salesmen with which 
to build up the desire on the part of 
the dealer to continue with his pres- 
ent line of products. 


As a matter of fact, the best post- 
war plan any manufacturer can con- 
duct is “good customer relations to- 
day.” The future will take care of 
itself. 








Developing Sales Territories Not 
Covered by Salesmen 


There are many good territories 
throughout the country where it is 
often uneconomical to travel a sales- 
man yet there is sufficient market for 
the manufacturer’s goods. Good 
Direct Mail will do this job. 


Introducing New Items 


Direct Mail will be indispensable 
in the post-war period in introduc- 
ing new items to the trade. Un- 
doubtedly, the appearance of new 
items on the market will be at a 
tremendous rate after the peace is 
signed. It could, in all probability, 
be so vast that no sales organization 
could begin to canvass and recan- 
vass their territory rapidly enough 
to keep up with them. Aside from 
this pressure that will be put on 
the sales force, Direct Mail can do 
this job and save many thousands of 
dollars worth of time. 


Educating Dealers on Superiority of 
Product 


Educating the dealer and the re- 
tail clerks is a natural function of 
Direct Mail. It must be remembered 
that after the war there are going 
to be many more new men in retail 


business and perhaps an entire new 
crop of sales clerks. All of this 
vast army of retailers will neces- 
sarily have to be educated. Direat 
Mail will not only do the job, but 
again save many hours of valuable 
time. 


Research 


There will be a lot of things that 
the manufacturer will want to know 
about his product during the post- 
war period. Many extensive sur 
veys will be conducted by advertis- 
ing agencies for their clients but 
there will be hundreds of smaller 
manufacturers who cannot afford 
this method of determining the mar- 
kets. Any manufacturer, with in- 
telligent application, can very easily 
find out what the dealer and per- 
haps the consumer is thinking about 
through the process of, Direct Mail. 


There are approximately 49 dif- 
ferent and useful ways of using Di- 
rect Mail. In this article, due to 
the limiting of space, it would be 
impossible to analyze all of these 
49. I simply want to give a quick 
picture of some of the problems that 
the manufacturer will be up against 
and some of the ways in which Di- 
rect Mail can help save time. 


It is also important to realize that 


in using Direct Mail for the basic job 
of getting new dealers, new distri- 
bution and sales, that the planning 
of such campaigns has to be far more 
thorough than the usual dealer Di- 
rect Mail where you are announcing 
a new specialty or a new offer. 


The copy and layout must be 
thoroughly studied. All the infor- 
mation must be given and above 
all confidence must be built up in 
Direct Mail so the dealer will feel 
that in accepting your proposition 
by mail that the promise will be 
really performed. 


My final word to most manufac- 
turers would be to delve now into 
possibilities of Direct Mail to bolster 
up your present sales organization 
structure and apply the best known 
principles of advertising to Direct 
Mail plans to augment the present 
sales organization. 


After the war is over, every sales 
department is going to be a beehive 
of activity. 


Men are going to be at a premium 
in spite of the fact that many thou- 
sands will be returning home. But 
there should be no despair if the 
manufacturer will give Direct Mail 
a real opportunity to solve his prob- 
lem of time. 





TELLING IT ... TO THE 
POSTMASTER GENERAL 


Read this excellent letter written 
June 27th by a fellow who knows 
how to write ... and how to sell 
both ideas and goods by mail. 


Postmaster General 
Washington 
D.C. 


Dear Sir: 


A recent issue of the “Reporter of 
Direct Mail Advertising” points out 
rather disappointing progress in the 
matter of the use of zone numbers in 
the addresses to certain cities. I say, 
“disappointing,” because this com- 
pany is going to great expense to get 
the zone numbers on to the several 
hundred thousands of names on our 
list, but it is proving very ineffective 
because the rest of the field isn’t 
keeping up with us. 


That, of course, is no fault of yours, 
but I do think that the Post Office 
itself is doing a very poor and in- 
complete job in putting this thing 
over with the public and you are, 
therefore, making it difficult for those 
of us who want to work with you. 
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To illustrate—our zone number ap- 
pears on every piece of printed matter 
that we distribute. We do this with 
the idea that it would have the power 
of suggestion to our customers. And 
then, on the thousands of thousands 
of order blanks which we mail, space 
is provided and labeled for the zone 
number. Still, less than half the peo- 
ple in the cities effected supply the 
zone number in that space, nor in any 
mail which might accompany their 
order. Of course, we can write to the 
Postmaster in that town and get the 
zone number, or we can attempt to 
fathom it out ourselves from the in- 
formation supplied by Postmasters. 
For the time being we will continue 
to do so, but I don’t know how long 
it will be practical for us to continue 
to do so. 


I think pressure—strong pressure 
should be put upon the public in the 
localities involved, I think that every 
piece of mail received without the 
required zone number should be rub- 
ber stamped by the Postmaster to the 
effect that the piece has been delayed 
because of its failure to carry the 
zone number. I am also sure that the 
Officials of your department will be 
able to think of other methods for 
exerting some pressure against the 


public if once they realize that the 
difficulty lies half with the originator 
of the addresses rather than with the 
business houses who have accumu- 
lated a lot of these addresses. 


I do hope you will accept this com- 
ment in the spirit in which it is in- 
tended and that you will appreciate 
that this company for one fully un- 
derstands the importance to all con- 
cerned in this zoning plan and are 
therefore most anxious to see it more 
successfully employed. 


Very truly yours, 


M. Habernickel, Jr. 
Haband Company, 
680 Madison Ave. 
Paterson 4, N. J. 


CHANGE OF ADDRESS 


Effective June 26th, the War Ad- 
vertising Council became located at 
11 West 42nd Street, New York 18, 
N. Y., Suite 1781. The new telephone 
number is Bryant 9-3641. 


THE REPORTER 
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Ir, the early days of homespun and _ handicraft 
the human element predominated in most trades, par- 


ticularly in printing. The result was that the keenest 


application of human faculties, the combined force of 
the spirit and the flesh, became a heritage. 


No other craft today enjoys this heritage so much as 
printing. Invention has simplified and accelerated every 
printing operation, but the fact remains that skilled 
man power is still the spark which ignites all printing 
achievement. Mechanics will never displace the 
human heart nor dethrone the artistry of the mind. 


NOW AVAILABLE. Complete and comprehensive Guide Book 
of Essential Wartime Printing and Lithography. 64 pages (8Y2” 
x17”) of detailed description and information on every government 














A successful printing job unites thought, talent, and 
labor into a concrete and useful whole. The styling of 
type, the beauty of presswork, knowledge of color, ink, 
and paper—all these are aimed at the perfection of 
successive steps—vitalized by a craftsmanship which 
adds excellence to excellence until the bindery adds the 
crowning touch of completeness. On one hand, the huge 
American budget for printing has been a challenge; on 
the other, the superb facilities of the printing craft are 
meeting these needs. The gap has been bridged by the 
foresight of the printer, plus his devotion to a 
craftsmanship handed cown through generations. 


public relations problem which can be aided by printed promotion. 
We shall be glad to obtain a copy for you . . . or write direct to 
Graphic Arts Victory Committee, 17 East 42nd St., New York City. 
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Your Stockholders 


Stockholders are vitally interested 
in the affairs of their company—in 
its sales volume, profits, market 


conditions, prospects for the future. . 


This self-interest is a potential as- 
set, which properly stimulated can 
result in a real and tangible con- 
tribution toward successful indus- 
trial operation. Stockholders can be 
excellent goodwill ambassadors and 
salesmen, and very often are also 
good customers and prospects for 
their own company’s products. 


But stockholders must be asked, 
encouraged and educated to support 
their company in this way, as well 
as they do financially. The com- 
pany must include stockholders in 
developing a well rounded public 
relations program. 


An excellent example of “stock- 
holder promotion” was recently com- 
pleted by the Wickwire Spencer 
Steel Company under the direction 
of Charles B. Konselman, Advertis- 
ing and Public Relations Manager. 


Since Pearl Harbor, this company 
and its subsidiaries have been en- 
gaged almost entirely in war work, 
holding many prime and sub-con- 
tracts for the manufacture of a 
large variety of products foy the 
armed forces. With a few excep- 
tions, its many hundreds of steel 
and wire products normally manu- 
factured, have been off the market 
for the duration. 


However, post-war planning has 
been under way for some time and 
Wickwire Spencer has a carefully 
thought out and engineered plan for 
the rebuilding of old markets and 
the development of new ones in an- 
ticipation of hard-hitting post-war 
business. 


As an effective means of remind- 
ing former and future customers 
and prospects of the many and varied 
products manufactured by the com- 
pany, Wickwire Spencer designed 
and produced a colorful 32 page 
booklet entitled “Let’s Take a Tour 
With Wick and Spen.” Opening with 
a story of how Wickwire Spencer 
products are used almost continu- 
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Can Be Salesmen, Too 





Reporter’s Note: At a recent 
informal meeting, we overheard 
Charlie Konselman, Advertising 
Manager of Wickwire Spencer 
Steel Company raving to friends 
about results from a “stockholder 
promotion.” We collared the raver 
later, and obtained the necessary 
information for this brief case 
history. Sorry we cannot show 
you the excellent 2 color 
344” x 64”, 32 page stockholders 
booklet. Maybe you can get a 
copy by writing to 500 Fifth 
Avenue, New York 18. 











ally throughout the day and night 
by the average American, an alpha- 
betical listing of the most important 
products follows. 


Distributed by the company 
throughout its organization and 
through all the regular channels, 
Wick and Spen was well received 
as a presentation of a business whose 
complex and comprehensive opera- 
tions are most difficult to summar- 
ize since products and services are 
offered almost every American in- 
dustry and profession from steel to 
medicine. 


Wickwire Spencer also believes 
that its approximately 5,000 stock- 
holders would also appreciate this 
“bird’s-eye view” of the company’s 
operation and products, and would 
be interested in helping to promote 
the widest distribution, acceptance 
and popularity. 


Accordingly, a copy of the book- 
let, together with an appropriate let- 
ter from Wickwire Spencer’s Presi- 
dent, Mr. E. P. Holder, was sent to 
all stockholders. The covering let- 
ter was friendly, informal, and to 
the point: 


“To the Stockholders 
“Wickwire Spencer Steel Company 


“At the present, all the efforts of 
your Company are directed toward 
helping the war effort. And we are 
proud to be called upon for so many 
of the multitude of steel items our 
country needs. But tomorrow—when 
peace returns— Wickwire Spencer 
products will again be made for use 





in almost every industry, trade, pro- 
fession and activity. 


“The story of these thousands of 
civilian needs and how Wickwire 
Spencer helps meet them is told in 
the enclosed booklet ‘Let’s Take a 
Tour With Wick and Spen.’ Especi- 
ally written and produced, it will 
give you perhaps a better knowledge 
of the many and varied products your 
Company manufactures. 


“As a stockholder you can do much 
to promote your own interests not only 
by using and specifying Wickwire 
Spencer products yourself in your own 
business, but also by recommending 
them to your friends, customers and 
suppliers. 


“T hope you will enjoy your tour 
with Wick and Spen. I’d appreciate 
your comments. 


Sincerely yours, 


(signed) E. P. Holder 
President.” 


The enthusiastic reaction of Wick- 
wire Spencer stockholders to Wick 
and Spen proves how effective and 
valuable a _ stockholder’s relations 
program can be. From every sec- 
tion of the country, men and women 
wrote in expressing appreciation at 
receiving the booklet, approval of 
the company’s management, and 
willingness and desire to help pro- 
mote the company’s products and 
operations. Typical was the letter 
from a Detroit stockholder who said: 


“IT have read the booklet and it is 
interesting not only as an effective 
advertisement for our products, but 
also as an ingenious method of pre- 
senting the many hundreds of items 
we manufacture. I want you to know 
that on every opportunity I will boost 
Wickwire Spencer Steel.” 


Many stockholders expressed sur- 
prise that the company manufac- 
tured hundreds of items for so many 
industries. And this surprise was 
coupled with a desire to know more 
of Wickwire Spencer and to help in 
whatever ways they could. 


“Wick and Spen is very unique and 
I am of the opinion that it is a valu- 
able piece of advertising. Having 
gone through it carefully the extent 
of our operations is surprising. If 
I personally or my firm can be of 
any service to you in this territory, 
either temporarily or permanently, I 
shall be glad to hear from you.” 


THE REPORTER 














HAL ZAMBONI SAYS: "Wits AT F types 


imagination assumes adequate form” 


“Good typography, like art, is a matter of organization and taste. I try 
to get away from routine effects by using newer combinations... changes 
of pace. ATF type faces are exceptionally helpful in this, as they are versa- 
tile. Lydian, for instance, has a hand-drawn ‘feel’ that lifts it above com- 
mercial types; yet it can be very functional, as the specimens above 
show. Lydian Italic used with Bookman relieves possible monotony...and 
the two faces fit well together. In the rate card, Grayda adds a sparkle 
to the Lydian that is unconventional, but consistent and restrained. A 


layout man can do remarkable things with ATF types.” 








AMERICAN TYPE FOUNDERS 
200 Elmora venue, Elizabeth B, New Jersey 


THIS ADVERTISEMENT IS SET IN LYDIAN GRAYDA, CENTURY SCHOOLBOOK, AND SPARTAN MEDIUM 
















HAL ZAMBONI 
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Have you a copy of the ATF Red 
Book of types? If not, send for one 
on your letterhead. Also, single 
page showings including com- 
plete alphabets of the following 
and other ATF faces. 


Bernhard Modern Bold 


Grish 


Bernhard Gothic Medium Cond. 





That stockholders can and will 
influence sales was proven by many 
letters received. 


“It may be that my organization 
might be of some aid to Wickwire 
Spencer. We shall be glad to follow 
through on any sales inquiries you 
would like us to handle. Just call on 
us, we'll be glad to help.” 


Said the president of one of the. 


country’s largest companies: 


“The booklet enclosed with your re- 
cent letter describing Wickwire Spen- 
cer products was most interesting and 
worthwhile. Am passing it on with 
a memorandum to our Purchasing 
Agent to give all consideration to the 
Company’s products.” 


The official of another large com- 
pany wrote: 


““Let’s Take a Tour With Wick 
and Spen’ is very clever. I am amazed 
at the numerous items that are manu- 
factured in our plants. You can rest 
assured that I will do everything pos- 
sible to help merchandise some of 
them. If you can spare about one 
dozen of these attractive little book- 
lets, I shall distribute them in our 


organization, with instructions to buy 
Wickwire Spencer when and where 
possible.” 


In a complex industrial enterprise 
like Wickwire Spencer, constant re- 
search is carried on to develop new 
uses, products and markets. Nor- 
mally, many items are in various 
stages of development. Stockholders 
can be of material assistance in 
Suggesting new applications, new 
fields in which the company may be 
interested. As a result of the Wick 
and Spen inailing, one stockholder 
wrote: 


“Thanks for the interesting little 
booklet you sent me. Enclosed are 
samples of a product that our com- 
pany may be in a position to manu- 
facture,” 


For obvious competitive reasons, 
the description and identity of the 
particular product suggested can- 
not be disclosed. However, it opened 
up a new field of from between 
fifteen and twenty million units per 
year of a highly profitable spring, 
exactly the kind of item for which 
Wickwire Spencer is famous. 


Another suggestion in the new 
product field was received for a 
profitable non-competitive item. This 
stockholder wrote: 


“Many of our products are highly 
competitive. Here’s an idea for a 
non-competitive item which I believe 
is patentable and has wide application 
and use not only in the United States 
but in many other countries.” 


Here again it is not possible to 
go into details other than to say 
that this item too was most favor- 
ably received and is now in the re- 
search and experimental stage by 
company engineers. 


This is only a brief sketch of some 
of the tangible results of a single 
promotional mailing to stockhold- 
ers. The intangible—the develop- 
ment of goodwill, increase in con- 
fidence in the management, favor- 
able word-of-mouth advertising and 
others—cannot be calculated. 


It is apparent that “stockholders 
can be salesmen, too”—and excellent 
ones! 





_|GOOD ADVICE. The advertising 
manager can best aid industry to 
win “the battle for business orders 
that will come some day soon,’ if 
he will “quit the ‘Jack-of-all- 
Trades’ role and be ‘Master-of- 
One,’—be advertising manager” by 
engaging an advertising agency, 
good printers, motion picture pro- 
ducers and other specialists and 
_ correlate their work to help him get 
the most out of the company’s 
space and direct mail advertising 
and other selling tools. This sums 
up the advice given on June 5th to 
members of the National Industrial 
Advertising Association, by James 
S. McCullough of Philadelphia, a 
national director of N.ILA.A. and 
past president of the Eastern In- 
dustrial Advertising Association, 
who is advertising manager for the 
Philadelphia (Materials Handling) 
Division of Yale & Towne Mfg. Co. 


In trying to perform all the ad- 
vertising functions of his office 
himself, said Mr. McCullough, the 
advertising manager inevitably be- 
comes “an ‘also-ran’ copywriter, 
production man, artist, motion pic- 
ture director, cameraman, space 
buyer and so on down the line.” He 
added a company is helped most 
by the advertising manager who 


hires and then correlates the work 
of top specialists to assist him in 
executing his specialized advertis- 
ing functions. 


Based upon his 17 years advertis- 
ing experience, Mr. McCullough 
recommended that an_ industrial 
advertising manager take these 
three initial steps to increase the 
overall efficiency of his office: 


“First, let’s hire a good advertis- 
ing agency. This is the best way to 
get for your company the best adver- 
tising talent — copywriters, produc- 
tion experts, space buyers, art direc- 
tors, and above all, people whose 
business it is to know markets and 
merchandising. But an agency 
must be made a definite part of your 
organization. Your advertising 
agency should be exposed to every 
company policy: Production, distri- 
bution, overall aims, and be given a 
complete and thorough knowledge of 
your product’s application and design. 
You cannot expect your agency to do 
the kind of job you need unless they 
know where you’re heading, how you 
plan to get there, and all about the 
alternate routes—including the oppo- 
sition that may be encountered. Make 
sure your advertising agency gets 
your company and your product into 
its blood stream. ..., 


“Second, get yourself a good print- 
er. Get him close to your problems, 
work with him, coach him in the 


methods of handling your promotion- 
al printing jobs that fit your needs 
best. Sell him on your product so it’s 
in his blood too. You'll probably be 
surprised how he can get the ‘feel’ 
of your product’s selling approach 
into your printed sales message. The 
same goes for your engraver also. 


“Third, I recommend the same pat- 
tern for your motion picture pro- 
ducer, and for your product display 
designer. 


“They are all specialists through 
training and experience. You can get 
the best of their ‘know how’ only 
when they too get the ‘feel’ of your 
product, its application, its merits, 
and the benefits it delivers to your 
customers.” 


Mr. McCullough also made four 
recommendations to increase the 
efficiency of direct mail advertising: 
(1) all direct mail activities should 
be segregated in a separate division 
in the advertising department, to 
insure undivided responsibility for 
maintenance of lists; (2) List- 
building should be systematically 
done only with help of sales force; 
(3) Well conceived letters, on com- 
pany or distributors letterheads, 
without any “splash of color” pull 
most inquiries; and (4) Direct mail 
is not public relations, but is private 
relations, therefore generalities 
don’t go. 
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POOR SELLING 
Here’s the report: 


Dear Mr. Hoke: 


I thought you might be interested 
in the attached communication I sent 
to an advertiser, using about an 
eighth of a page ad in the Book Re- 
view section of the New York Times, 
and the response I received. 


Maybe that’s good business these 
days and times, But, somehow, I can’t 
quite understand it. Can you? 


Yours very truly, 


Robert C. Greenburg, Manager 
Associated Credit Bureaus 
Steubenville, Ohio 


Here’s the order: 


Alfred A. Knopf 
501 Madison Avenue 
New York 22, New York 


Gentlemen: 


Please send us the attached adver- 
tised publication and send your in- 
voice to the above. 


Yours very truly, 


Associated Credit Bureau 
Robert C. Greenburg, Mer. 


And here’s the answer, mimeo- 
graphed on a small blue letterhead 
and filled in (with obviously darker 
ribbon). 


Robert C. Greenburg, Mer. 
Associated Credit Bureaus 
Steubenville, Ohio 


Dear Sir, 
Thank you for your recent order. 


We must regretfully inform you, 
however, that we cannot open an ac- 
count with you or fill even the pres- 
ent order, Because of acute short- 
ages in shipping materials and man- 
power, making it very difficult for us 
to serve properly our standing ac- 
counts, we decided some time ago not 


to open any new accounts for the du-. 


ration of the war. 


We suggest, therefore, that you 
obtain same from your local book- 
sellers, who will be glad to service 
you. 

Yours faithfully, 


Sales Department 


ALFRED A. KNOPF, Inc. 


P.S. We are herewith returning 
your order. 


Note: Bold face type signifies filled 
in matter. 


Reporter’s Note: Why advertise 
if you do not want to fill orders? 
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**The Broken Bike’ 
When you want to know 


GO TO AN EXPERT 


EACH PROBLEM, naturally, calls for a different kind of expert. 
If you're in a quandary about your paper buying, the expert 
would be your printer. 

You can take his opinion of Rising Papers for the very good 
reason that it’s his business to know quality — paper itself under- 
writes so much of his own reputation for good printing. It should 
interest you to know that expert printers have been using the 
various Rising Papers for their own work for years. 

The same prices as other quality papers. Among other lines: 
Rising Bond (25% rag), Rising Line 
Marque (25% rag), Finance Bond (50% 
rag), Rising Parchment (100% rag). The 
Rising Paper Company, Housatonic, 
Massachusetts. 








ASK YOUR PRINTER-HE KNOWS PAPER 





Panacea For A Paper Problem 


By LILLA J. SOUTHARD, Secretary Publicity Department 





Cleveland College, Western Reserve University, Cleveland, Ohio 


At Cleveland College, the down- 
town center of Western Reserve 


University, we depend for tuition: 


fees largely upon young people and 
adults who are working. The ma- 
jority of students are those who 
hold down full-time jobs but man- 
age to obtain their education piece- 
meal in their spare time. From 
5:00 to 10:00 P. M. our corridors are 
alive with activity. The picturesque 
gray building on Public Square has 
become a landmark to more than 
50,000 Clevelanders who have at- 
tended our school since it was es- 
tablished eighteen years ago. En- 
thusiastic customers keep coming 
back for more, bringing others with 
them. But this loosely knit system 
of “one man tells another” is not 
enough. We must inform prospec- 
tive students in all of northern Ohio 
of the courses we have to offer. 


For this purpose we advertise in 
the newspapers, buy streetcar card- 
space, distribute posters, send rep- 
resentatives to speak at high school 
assemblies, and employ radio and 
many other channels. We are con- 
vinced, however, that Direct Mail is 
the bulwark of our announcements 
program. Three times yearly we 
mail schedules of our courses to 
approximately 50,000 people in 
Cleveland and surrounding towns— 
before the war, to 100,000 people. 


To carry on these mailings we 
must constantly stock postage-saver 
envelopes, business reply cards, and 
business reply envelopes. Any de- 
‘ fenseless purchaser who has had 
to buy envelopes in sizeable quan- 
tities during the past year knows 
what woe is involved. To cite an 
example which still rankles in the 
breast, we placed an order for 100,- 
000 envelopes in October that were 
delivered in March, under pressure! 
Such is the paper shortage. 


We have always been firm be- 
lievers in the importance and value 
of attractive envelopes. It takes an 
attention-snatching cover to rescue 
our precious contents from the busy 
man’s wastebasket. It is wanton 
extravagance to splurge in concoct- 
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Our friend Kingsley W. Given 
who wrote that inside story of 
the Cleveland Post Office dur- 
ing the Christmas rush (Janu- 
ary, 1944 REPORTER) sent us 
an advance copy of an item to 
appear in “Publicity Problems.” 
We liked it and asked permission 
to print it here, even before pub- 
lication. So here you are. 











ing an appealing message, only to 
deliver said message in a colorless, 
cheap, uninspiring envelope or no 
wrapper at all. 


But when you can’t buy envelopes 
with ease, variety of choice, and a 
guaranteed delivery date, you have 
to do the next best thing. In our 
case, it consisted of sending all an- 
nouncements as self-mailers requir- 
ing no envelopes. That was com- 
paratively simple, and a good deal 
less bother than stuffing envelopes, 
of which there was none. 


The next problem concerned busi- 
ness reply envelopes. As often hap- 
pens, we picked up a tip from The 
Reporter letterhead. The mail-revo- 
lutionizing device is a_ recently 
approved victory reply label (illus- 
trated on page 14). This unobtru- 
sive little 2x2 gummed label can be 
tacked to or enclosed with a general 
mailing. In replying, the addressee 
may attach the label to the lower 
right-hand corner (allowing room 
for a postmark in the upper right- 
hand corner) of any envelope he 
happens to find tucked in a forgot- 
ten desk-slot. Thus, it serves the 
double-barreled purpose of address 
and postage. 


Your favorite printer can do the 
job of getting them out for you. We 
chanced upon an ad in The Reporter 
inserted by the Ever Ready Label 


Corporation, 141-145 East 25th 
Street, New York 10, New York. 
After obtaining estimates from 


Cleveland printers, we decided we 
could economize by ordering di- 
rectly from the firm advertised. 





Their speedy service for these times 
was all but unnerving. The only 
effort we put forth was to forward 
with our order one of our business 
reply cards so that they could get 
our permit number, name, and ad- 
dress. 


We figure this is a novel method 
of combating an envelope shortage 
and one that exerts almost the same 
pull on our public as a separate 
cnvelope furnished by us. 


_| DIRECT MAIL’S POSITION IN 
POST-WAR ADVERTISING. In de- 
voting the current issue of “Depic- 
tor” to Direct Mail’s function of 
promoting national prosperity, Ed- 
ward Stern and Company of Phil- 
adelphia believe they have not de- 
viated from their policy of treating 
on topics of broad national inter- 
est. Although for almost two years 
each issue has been given exclu- 
sively to a single War-theme with- 
out self-advertising they think the 
potential effect of Direct Mail on 
marketing of such importance in 
Post-war Planning that it deserves 
major consideration at this time. 
This issue contains especially pre- 
pared articles on Direct Mail by Cy 
Norton, Strathmore Paper Com- 
pany, and Kenneth C. Pratt of Rob- 
ert Newcomb, Inc., as well as other 
valuable information and sugges- 
tions . . . and the Edward Stern 
Co. foregoes the privilege of doing 
a selling job in order to insure the 
educational value of their maga- 
zine. 


As an additional feature they 
have prepared the findings of their 
Survey of past and present Direct 
Mail usages aS compared with the 
post-war expectancies of many 
leading industrial advertising ex- 
ecutives. This brochure, attractive- 
ly printed in three colors’ with 
thirty-one charts, will be sent with- 
out charge to anyone writing Ed- 
ward Stern and Company, 6th and 
Cherry Streets, Philadelphia 6, Penn- 
sylvania. 
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“THERE’S ROOM IN THE MAIL 
CAR, IF NOT IN THE COACH” 


No gas for the salesmen’s cars? 
And maybe not even any salesmen 
for those cars? 


Impossible to cover territories be- 
cause of difficulties in train and hotel 
reservations? Too few men anyhow? 


You still can’t let those territories 
go to seed. 


Not and be happy about it when 
?-Day comes and with it the toughest, 
most rugged competition you’ve ever 
seen, 


The answer is direct mail. Especially 
letters. Letters that we know how 
to produce so that they are all but 
undistinguishable from the warm, 
friendly, personally-typed kind that 
you sign every afternoon. 


Letters that show your customer 
you’ve not forgotten him. That tell 
him about conditions in your industry 
as you see them from your window 
today. That tell him, as best you can, 
what you hope to be able to do about 
deliveries next quarter or next year. 


What your plans are as to new lines * 


or new policies. What you are going 
to do to help him make more money. 


Letters that take him by the arm 
and lead him behind the scenes so 
he can see your problems, your ac- 
complishments, your code, your hopes. 


Start those letters going out now. 
Of course you’ve got something to 
sell now! It may not be merchandise, 
but you’ve got your good name, your 
reputation to sell. You’ve got good 
will to sell. 


The spring planting season is now 
with us again. The time to sow seeds 
that later will produce the harvest. 


Reporter’s Note: Above from al- 
ways good syndicated house maga- 
zine—issued in New York by Globe 
Mail Service, Inc. 


THIS BROUGHT RESULTS 


If you can’t get letters from some 
person in whom you are interested, 
you may make use of some lines 
that did the job for a soldier whose 
girl was a bum correspondent: 


Ain’t you got no paper? 
Ain’t you got no pen? 
Ain’t you got no envelope 
To put my letter in? 


From The Curtis Courier, h.m. of 
Curtis 1000 Inc., Hartford 6, Conn. 
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"“Super-SNAFU .. .” 


the guy was, I’m tellin’ ya... His mother writes , 
him his wife ts slapped in the hospital, will let § 
him know what the docs say... and the letter’s 
five weeks old!.. . . He phones the States, can’t 


raise anybody at home or in the hospital ... and 





figures she must have passed away. Curtains!... 
Well, for two weeks the guy’s in a slipstream. We 
went crazy tryin’ to cover him on the job... Then 
a letter comes from his wife. Whole thing was a 
false alarm. She’s okay, in Florida with her folks. 
So he snaps out ...1’m glad my folks know enough 
to use V-Mail. Gets here in seven, eight days, so 
you don't worry yourself silly between letters...’ 
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V-Mail has a special form, so the letter can 
be processed into a film strip, flown on fast 
transport planes to a point nearest destination, 
reproduced and delivered fast... saving weeks 
over ordinary letters sent by slow ship, saving 





sorely needed shipping space... Send shorter 
\ ..| letters, more frequently, the fastest way— with 

ae — ry . y . . e . 
—— V-Mail! Get forms in stationery, department, 
MAIL . ‘ : 
drug and variety stores. Or we'll send a packet 
of six with our compliments. Address below... 


—— Make it V-MAIL! 





ns, 


PITNEY-BOWES POSTAGE METER CO. 


2077 Pacific Street, Stamford, Conn. 











Originators of Metered Mail, world’s largest manufacturers of Postage Meters, 
which print postage for business mail... now devoted to war production. 


ontinued 


This is one of the most glaring 
. cases yet discovered of advertising 
} which says “to hell with the war 
projects, let’s have business as 
usual.” 





A National Disgrace 


EXECUTIVE OFFICE OF THE PRESIDENT 
OFFICE FOR EMERGENCY MANAGEMENT 


We repeat again that here’s a 
challenge for all advertising people 
and especially Direct Mail folks. 
Jump in in your own community 
and see what you can do to help 

(Continued on Page 13) 


THE OFFICE OF DEFENSE TRANSPORTATION 
SORMPRORXEEXMA, Director 
J. M. Johnson 


SUR <= 1944 


Lr. Henry Hoke, Publisher 
THE REPORTER 

i7 E. 42nd Street 

New York 17, New York 





APPROVED 


e@ Special © 
MIAMI BEACH 


YOuR VA CATION 


Dear if. Hoke: 





Your article "A National Disgrace" 
in the May REPORTER will, I am certain, be of 


inestimable value in our Travel Conservation 





Program. 


We appreciate your active cooperation 


very much, 











From what we hear behind the 
scenes, many organizations are still 
planning to hold conventions in the 
fall. During June, the office of J. 
M. Johnson, the Director of The 
Office of Defense Transportation, 
sent individual mailed appeals to 
organizations which have. an- 
nounced convention plans for the 
fall. These appeals urged the indi- 
vidual organizations to please can- 
cel the conventions. 


How can any trade association 
ignore these appeals when everyone 
knows that the transportation situ- 
ation is becoming more serious day 
by day and that by fall everyone 
in the country will be affected by 
the war to a greater degree than 
they have up to this time. 
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Woes. 
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It is still our opinion that all gen- 
eral conventions should be cancelled 
for the duration. It is also our opin- 
ion that The Office of Defense 
Transportation has been altogether 
too lenient. Instead of saying, 
“Please cancel’ they should Say 
“Don’t have it.” 


One of our subscribers who read 
“A National Disgrace” in the last 
issue sent us a 64” x19” piece just 
received, and which we illustrate 
here. Our correspondent reports 
that these flyers were being deliv- 
ered by messenger during the week 
of June 12th around the lower Fifth 
Avenue section of New York. The 
messenger left two copies at the 
reporting address (perhaps as a 
concession to the paper shortage). 
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plan a campaign to induce people to 
“take their vacations at home.” If 
you belong to an association which 
is planning a convention use your 
voice or your letters to urge that 
the convention be cancelled. 


The slogan for the campaign 
should be— “Clear the tracks for 
Victory. Spend your vacation at 
home” or in case of an association, 
“Clear the tracks for Victory. Con- 
duct your convention by mail.” 


‘MORE ABOUT SHORT WORDS. 
Sometime ago we printed an item 
about using words of one syllable 

. and asked our readers to try 
out the idea and send us the re- 
sults. 


Here is a report from Chas. R. 
Francis, Editor, Indemnity, h.m. of 
The Canadian Indemnity Company, 
Winnipeg, Canada, who intends to 
use it in his next issue. Thanks for 
the advance copy. 


There is an idea just now to use 
short words and not long ones. Here 
is a piece of over 200 words of one 
syllable of which more than 100 are 
two letter words, 70 odd are three 
letter words and only 32 are four let- 
ter words and with one five letter 
word (the word stamp) and a few 
a’s put in, which tells you why and 
how and when to buy war stamps 
and bonds. Can you beat it for sim- 
ple English as well as simple com- 
mon sense? 


BUY A WAR STAMP OR A BOND 


Oh! So it is up to us to do it, is 
it? If we do so we can go on to an 
all out win. But if we do not seem 
to care and go on as if we do not 
want to win we will be in a jam of 
our own make. So all of us must go 
to the end and buy all we can. Let 
it not be said of us that we let the 
boys down. We want them home 
soon and the more we buy the less 
time it will be to the day we see them 
back, 


“To be or not to be” is not it. “To 
do or not to do” is the one way to 
see it. As man to man let us take 
up the job and go to it. Not one of 
us but can give a bit more. It is a 
loan and one of the best at that so 
why not buy all we can. You can not, 
nay, you dare not pass it up and so 
we say what we said in line one “it 
is up to us to do it.” Buy a War 
Stamp or a Bond NOW. But do not 
buy just one or as few as you cnn. 
Buy a lot. 
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Tut-Tut, Mr. Twirkle . 







































Keep your shirt on. Your “‘letterhead-ache” is simply the result of ffunning 


your letterheads on non-rag or part-rag paper (which often tends to Me 
what dull and grayish these days, due to wartime shortages of & 


chemicals). Here's the cure: 


Next time .. . Specify 4cc-rag A fi 


Only all-rag paper — such as Masterline Anniv ct 


sary Bond — remajns just as white, clean, crisp, 
permanent and impressive as before the war! f 


Made entirely from new, clean cotton cuttings, 
all-rag Anniversary Bond combines strength and a 
genuine quality ‘‘feel” in a truly distinguished let- 
terhead sheet. Resists repeated erasures . . _with- 
stands rough handling . . . reaches the other fel- 
low’s desk fresh and uncrumpled. The cost ?. Only 
%t more per letter than 25% rag-content stOck . . . 
only 6¢ more per day if you use 10,000 letterheads 
a year. fe 

Specify a/l-rag Anniversary Bond for your next 
letterhead run or re-run . . . whether Pripted litho- 
graphed or engraved. i 


Fox RIVER PAPER Canponaliees 
404-F South Appleton Street Appleton, Wisconsin 




















FREE 
COMPARISON KIT 
Visual proof, at a 
slance, that all-rag 
Anniversary Bond is 
the prestige letter- 
head paper worthy of 
your signature. Write 
for free copy, on 
your business sta- 
tionery. 


MORE PER LETTER 


ANNIVERSARY BOND 


A FOX river “~Vastenly, - PAPER 

















“Dear Madam: People of means should 
not be without our weekly publication: 
‘Investment Techniques’.” 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a 
list of right people . .. people who 
are known to be buyers of products and 
services similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2,000 privately owned lists 
—more than 80 million names—are reg: 
istered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we’ll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(Division or Dicktg-RAYMOND, INC.) 
®0 Broad Street Boston 10, Mass. 














AHREND CLIENTS 


have won 





NATIONAL AWARDS 
IN THE LAST 2 YEARS 


Your Inquiry is Invited 
. 
Planning, Creating and Producing 


RESULTFUL 
Direct Advertising 


D. H. AHREND CO., INC. 


52 DUANE ST., NEW YORK 7, N. Y. 
WOrth 2-5892 
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How Many Are Using 
Business Reply Labels? 


Last month we printed another 
item about Business Reply Labels. 
Small 2” x 2” stickers like this 


BUSINESS REPLY alte 
Postage Stamp Wae 
VICTORY LABEL N : 






FIRST CLASS PERMIT No 11966 


Sec oo) ae a NEw YORK 





POSTAGE 
WILL BE 

PAID 
bY 


He REPORTER 
OF DIRECT MAIL ADVERTISING 
17 EAST 42nd STREET 
NEW YORK,I7Z, NY. 





| 


to save reply envelopes during this 
period of paper shortage. 


As a result of that item, people 
have asked us for lists of firms 
which have used the labels. They 
wanted to write and find out what 
results were obtained compared with 
regular envelopes. 


We didn’t have a list. We checked 
with one label manufacturer and 
found that many orders had been 


received, but no separate record had 
been kept. 


So we'll have to ask you readers 
of The Reporter to help us out. If 
you have used labels—send us a 
sample and give us a short report. 
If you know of others who are using, 
tell us about it. Perhaps we can 
get some valuable and interesting 
statistics together. 


Just heard that a large manufac- 
turer who made a preliminary trial 
—has ordered 280,000 labels with 
separate imprints for all branch of- 
fices. A large department store 
made a test on 25,000 labels and is 
now figuring on an order for sev- 
eral million. Maybe the idea is catch- 
ing on... after all this time. 


Added Note: The Reporter has used 
both the labels and return envelopes 
on subscription renewal mailings. 
Frankly, we can’t tell you which 
pulls better. There’s no sure way 
of telling. Mailings are working 
well either way. Our business office 
credits everything, of course, to the 
super-excellent renewal letters. May- 
be that’s right. 





PICTURE OF FELLOW WITH A 
HARD JOB 


Appointment of L. Irving Lamp- 
hier as Executive Secretary of the 
United Typothetae of America has 
been announced by Raymond Blatten- 





berger, Chairman of the Association’s 
Management Committee. 


For the past two years, Mr. Lamp- 
hier has been Business Manager of 
U.T.A., in charge of Washington 
headquarters. 


Mr. Lamphier has been associated 
with printing and publishing for more 
than 25 years. He has a host of 
friends in the industry, and is ac- 
quainted not only with the printer’s 
problems ‘but also with the inner 
workings of the Government agen- 
cies which deal with the printing in- 
dustry. 


As Executive Secretary of U.T.A., 
Mr. Lamphier will administer the as- 
sociation’s activities — with especial 
emphasis on service for individual 
members. U.T.A., in addition to 
working for the printing industry in 
general, is now set up to contact par- 
ticular Government officials for print- 
ing firms and to follow through with- 
out delay on individual problems. 


The Reporter wishes the new U.T.A. 
Secretary the best of luck. He has 
a man size job. 


THE REPORTER 
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GOODBYE ... 
DIRECT MAIL FRIEND 


TO ANOTHER 


Alexander Thomson, Vice Presi- 
dent and Advertising Manager of 
The Champion Paper and Fibre Com- 
pany, Hamilton, Ohio, died at Glen- 
dale, Cincinnati, on June 18th. Buriai 
was in Spring Grove Cemetery, Cin- 
cinnati. He had been directly con- 
nected with Champion since 1929 in 
sales, advertising and executive ca- 
pacities. 


Alex had suffered from high blood 
pressure for several years, and 
while serving with the American 
Red Cross in Cairo, Egypt, con- 
tracted a fever which greatly aggra- 
vated his ailment. This forced his 
resignation and return home in 
October, 1943, later resulting in hos- 
pitalization and death. 


Because of his untiring devotion to 
the Red Cross, friends were asked 
to omit flowers, and if they chose 
to make a remembrance, to make it 
instead in the form of a contribution 
to the Red Cross, which would 
acknowledge the gift to the family. 
(Not a bad idea for all his friends.) 


This reporter will miss the genial 
Alex—who was one of the first men 
in the Graphic Arts who visualized 
how the industry could be put to 
work in supporting home front war- 
time projects — an idea which 
eventually materialized in the 
Graphic Arts Victory Committee. 
And Alex will be missed by his co- 
workers who are this month cele- 
brating the Fiftieth Anniversary of 
the founding of the company. 


THE REPORTER 


C.0.D. TO BE CHEAPER—HOUSE 
PASSES POSTAL RATE BILL 
RAISING SPECIAL DELIV- 
ERY COST 


The House on June 20, 1944, 
unanimously approved legislation 
increasing the cost of special de- 
livery mail but lowered rates for 
money orders, insured mail and col- 
lect-on-delivery service. 


It also approved a bill continuing 
until six months after the war the 
free mailing privilege for members 
of the armed forces. 


The special delivery rate for first 
class mail under two pounds would 
be increased from 10 to 13 cents. 
For all other type mail under two 
pounds from 15 to 17 cents. Other 
fees remain unchanged. 


Other changes: 


Money orders—tThe basic 10 cent 
fee on amounts up to $2.50 would 
be cut to six cents with correspond- 
ing changes in the graduated scale. 
The 37-cent charge for between $80 
and $100 would be reduced to 22 
cents. 


Insured mail—The basic fee for 
indemnity under $5 was reduced 
from 10 to three cents, with like 


reductions in the graduated scale — 


and a maximum charge of 25 in- 
stead of 70 cents. 


_| CONSERVATION SUGGES- 
TION. The following appeared in 
July issue of ‘“Convoys” always 
good house magazine of the Cup- 
ples-Hesse Corporation, St. Louis 
15, Missouri. 


We've hrd n red a It abt th critcl 
papr stuatn. Almst evry fidr, bklet, 
r magzne issud by Papr, Ink, Typ- 
sttng, Nvelop r Allyd Compnys has 
containd helpfi hints on how 2 sve 
ths vitl comodty. Cutng dwn bordr 
spce, mkng ngrvngs smallr, elimnat- 
ing frnch foldrs, usng cndensd typ 
fees r a few that we hve red n re- 
mbrd. Wthout tryng 2 b fnny we r 
submitng ths sugstn. If all the wrds 
in ths artcl hd bn splld out, it wld 
hve tkn 36 prent mre spce. 


Editor’s Note: Sgt. Vasterling, for- 
merly of our Art Department, used 
this style for writing letters until he 
went overseas in July, 1943, Since 
then he has changed over to the con- 
ventional style of writing—we pre- 
sume because of more rigid censor- 
ship. 


YOU have 


HIDDEN GOLD” 


in YOUR 


MAILING LISTS! 


Pil show you 
HOW to get it out! 


Write me TODAY, on your letterhead, 
all about your Lists, counts by years, 
c., for full details and my_profit- 
bringing suggestions. NO COST. 
NO OBLIGATION! 
Dept. R-6 
“Jim” Mosely 


MOSELY SELECTIVE LIST SERVICE 
Nail Order 4 H BY Headquarters 
va'p’ 


38 NEWBURY STREET 
BOSTON 16 


“MOSELY sends the CHECKS” 











DO YOU KNOW where to 
find new, almost free, re- 
sponseful mailing lists of: 


3600 successful architects 
4000 successful accountants 
Members of trade associa- 
tions in 100 leading fields 
25,000 successful chemists 
and radio engineers 

3000 high income post-war 
planners 

New wholesale and retail 
outlets 


THE NEW, 1944 GUIDE TO 
MEMBERSHIP LISTS AND 

' DIRECTORIES 
(Business & Professional) 


Tells you where to secure more 
than 800 mailing lists in 150 fields 
issued by non-profit organizations, 
free or at nominal 


Oe esd eeneeaeen $5.95 


New, Reduced Price Copies of: 


How to Make Sales Letters Make Money 
by Egner. Pub. at $2.50. $1.98. 

Direct Mail Advertising & Selling by 
Egner & Walter. Pub. at $3. $1.98. 
Before You Sign the Advertising Check 
by Mark Wiseman. Pub. at $2.50. $1.49. 
Advertising by Kenneth Goode. Pub. at 
$3.00. Last few copies at $1.98. 
Technique of Advertising Layout by 
Frank H. Young. Pub. at $7.50. $4.95. 
Advertising for Immediate Sales by John 
Caples. Pub. at .00. 1.98. 
Population & Its Distribution by J. 
Walter Thompson Co. Guide to U.S. 
purchasing areas. Latest 6th ed., war- 
time supp. Pub. at $10.00. $6 98. 





Letterhead request brings examination 
copies of mailing list guide or books. 


Sales Research Associates 
31 E. 27th St., N.Y. 16. (MU 5-1448) 
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_| BEST OF THE MONTH. Going 
through the stacks of house maga- 
zines received during the last thir- 
ty days (a one-evening-a-month- 
chore of this editor) we noticed that 
a majority of editors fell in line 
with the campaign to promote the 
5th War Bond Drive by showing 
sample bonds in various settings. 


However—two covers stood out 
from their mates. First, we’d rate 
the cover used by The Line (house 
magazine of the Line Material Com- 
pany, Milwaukee, Wisconsin), one 
of the best of the year. Boy reading 
the Gettysburg Address engraved 
in stone in the Lincoln Memorial. 











THE LINE 





Next, the cover used by Royal 
Standard (house magazine of Roy- 
al Typewriter Company, Inc., 2 Park 
Avenue, New York City), Ejisen- 
hower with a background of de- 
Signs promoting various wartime 
home front projects. 





Another Mailing List Idea 


The Report: 
Dear Mr. Hoke: 


I enjoy The Reporter very much, 
and read it religiously since our firm 
has become a member of the Direct 
Mail Advertising Association, Inc. 


I am taking the liberty of sending 
you several issues of our house organ, 
which is sent to approximately 12,000 
executives throughout the country, 
and if it is in keeping with your pol- 
icy, I would greatly appreciate your 
comments as to whether or not this 
piece tells a story in an effective, en- 
lightening way. 


(Ed Note: It’s good.) 


You will be interested to know that 
because of your item about the use 





Will you do us a favor? 


Our Zone Number is Chicago 5. . 


Personnel changes are frequent these days, and we want to 
be sure our mailing list is kept correct ... Will you cooperate? 
Is your name and address on the attached card correct? 
If it is, please add your zone number and return. 
If there is a change, we would appreciate your giving us the 
information in the space provided. 
Just tear off and drop it in the mail box. 
your cooperation. 


WORKMAN CALCULATING and TYPING SERVICE 


608 SOUTH DEARBORN STREET 
CHICAGO 5, ILLINOIS 


Call WORKMAN to help solve your “Figure” problems 


(Please note our) 
(ZONE NUMBER) 


. May we have yours? 


of stiffners being wasteful and unwise 
at this time, we discontinued the red 
stiffner that is enclosed. 


(Ed Note: That’s good, too.) 


On page 23 of your March Reporter, 
you wonder what firms are doing to- 
wards correcting mailing lists. Here 
is an idea we have tried, and it has 
been quite successful. 


Sincerely yours, 


S. L. Workman, 
Workman Calculating 
& Typing Service 

Chicago, Illinois 


Here’s the copy used on the mes- 


sage side of the double government 
pest card. 


. . . Many thanks for 











More About Short Words 


The following was submitted by reader Russell Farnsworth, Free Press 
Printing Company, Burlington, Vermont, who says—‘‘Perhaps there is beauty in 


short words, too.” We'll print it bold in two columns 


... because it is beautiful. 


SHORT WORDS — LONG THOUGHTS 


The day is spent and in the west 
The sun drops down to meet the dark blue hills, 
A path of gold leads o’er the lake to me. 


On what far isle will you see this same sun 
Go down to meet a vast, deep, strange, wild sea? 


Will you think, too, of things we spoke of here, 
Of friends and faith and home and love and God? 


Hold fast to these and I will keep them, too, 
*Til that glad day when you will come again 
To sit with me and watch the bright sky fade, 
At sunset, on your own loved Lake Champlain. 


THE REPORTER 
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No individual article in The Re- 
porter in recent years has created 
such a flood of letters as the item 
last month about Westbrook Peg- 
ler’s sabotaging of the Victory Gar- 
den program. Some of the letters 
are too violent to reprint. We’ll 
give you three excerpts from letters 
which are typical of many. It 
seems wise not to involve other 
names in the argument so we'll cov- 
er up with descriptions only. 


From a Banker in New England: 


I hope that was Mrs. Hoke who 
took a crack at Pegler, Neither my 
wife nor I can see where he does 
the world a bit of good. It’s the 
Ernie Pyle type of writer who gets 
the Pulitzer award and I should 
think more would try to emulate him. 
We noticed today or yesterday in 
the paper a picture of Pegler getting 
a medal from some “jerk” Bar As- 
sociation in your State. They must 
all be narrow-minded Roosevelt 
haters who hate the President more 
than they love their country. I just 
don’t get the idea behind having such 
a sour-puss, venomous pen pushing 
out such stuff day after day. How 
does it make the world any better? 
I can’t see that he accomplishes much 
—maybe he helped convict a crooked 
labor man. I hope so—but he could 
also find crooks elsewhere if he cared 
to look. Heigh, ho! 


From an Executive in Washing- 
ton: 


The best thing in the last issue is 
your wife’s letter to the Telegram. 
My congratulations to her. Pegler’s 
attacks on the distinguished wife of 
a distinguished President, like so 


Reactions to ‘Answering Pegler’ 


much of his other stuff, fall of their 
own weight because they have long 
since become nothing but parrot 
squawks which are merely tiresome. 
But this sabotage of the Victory Gar- 
den program, unless he had facts 
which he does not state and which 
I have not seen elsewhere, is closer 
to sedition than anything of his that 
I have happened to read. Certainly 
the spirit and intent of it should en- 
title him to a front seat right close 
up to Judge Eicher, 


From the Vice-President of one 
of the largest mid-western Printing 
Establishments. 


In your May issue of The Reporter 
you go about the business of answer- 
ing Pegler by reproducing one of his 


‘regurgitations in print and also read- 


ing Lucille Hoke’s rejoinder into the 
record. Huzza! or its equivalent. 


Perhaps it is only natural for a 
disgruntled human to. gripe and 
growl. Undoubtedly it is some salve 
to his ego to be able to sit down and 
write what’s on his mind at the mo- 
ment, Knowing all the while that it 
will be read by millions. Many’s the 
time I have wished I could tap out my 
own story about some grievance, real 
or fancied, and have it broadcast to 
the Nation. I’ve thought up some of 
the most utterly devastating things to 
say! I’ve really “got ’em told” many’s 
the time—but always my spasm has 
wiggled its way into the nearest 
wastebasket and I have had to be 
content with the knowledge that I 
could tell ’em if I just had a medium. 


In my estimation Pegler is a mega- 
lomaniac with a journalistic twist. 
He is a self-centered, tactless con- 
genital dissenter who has by some 
magic gotten a contract to write that 









column and so found a way to spew 
his vitriol and his sour-grape juice 
all around with utter disregard for 
anyone and anything except a certain 
person whose name is Pegler. He’s 
a muckraker and loves nothing bet- 
ter than to probe festering sores 
wherever he may chance to find them. 
It’s as impossible for him to report a 
situation or condition factually and 
without his churlish and opinionated 
embellishments as it is for the sun to 
cast shadows Eastward at 8 A. M. 


All of which may suggest to you 
that I haven’t a very high regard for 
Westbrook Pegler, You guessed it! 
He gets in my hair! But, I was reared 
(or fetched up) in the South and nev- 
er got too far from the cow lot, so 
I still cling to my early teaching to 
the effect that one “should never kick 
a skunk.” It’s usually tougher on the 
kicker than on the kickee. 


All of this has led up to what I 
first intended to say in about three 
lines. I too am a Victory Gardener 
and canner. I have worked at it be- 
cause I felt it was only patriotic to 
help feed the Nation and our fight- 
ing men. They wouldn’t let me get 
into uniform though I tried hard 
enough and so I had left only the 
privilege of buying bonds and doing 
whatever else I could to back the at- 
tack on the home front. Frankly it 
wouldn’t surprise me to have Pegler 
come out with a lot of bunk about 
the rotten rate of interest they pay 
on War Bonds. 


Tell Lucille both my wife and I en- 
joyed the letter and that we agree 
heartily. 


Reporter’s Final Note: Anybody 
else want to blow off steam? 


x 





when writing us. 


number. Order a test quantity. 





To see it work, 


Are you in this fight 'W SAVE PAPER ? 
SUBSTITUTE THIS VICTORY REPLY LABEL for BUSINESS REPLY ENVELOPES 


It’s approved by the U. S. Post Office. 
just clip out this label and paste it on your envelope 
It will be delivered promptly. 
When ordering, send us your mailing permit num- 
ber, your full firm name and address and your zone 


PRICES 
per 1,000 
5,000 at $1.10 


10,000 “ 1.00 
25,000 “ 82 


Printed in red or blue 
on white gummed 


Order now. Do your share to make paper S-T-R-E-T-C-H! paper. 


EVER READY aZc¢ CORP. 141 cast 25th St., New York 10, N.Y. 








Necessary 
Hf Mailed in the 


FIRST CLASS PERMIT NO. 969 
SEC. SIO P.L.&R.,.NEW YORK 





POSTAGE 
WILL BE 
PAIB 
BY 


EVER READY LABEL 


CORPORATION 
141-155 EAST 25th ST. 
NEW YORK 10,N Y. 





Colored papers available. 
Add 25% to prices above. 
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—— A FINE IDEA —— 


Here is the letter telling about 
it—and other things: 


Dear Mr. Hoke: 
Did you ever hear of H. R, 4143? 


Attached to this letter you will find 
the explanation of the bill in ques- 
tion ana it will be a pleasure to re- 
ceive your reactions to its contents. 


While writing to you I wish to ex- 
tend my highest compliments to your 
editorial style. It is my pleasure to 
be a subscriber to The Reporter. Per- 
haps in the future you may have 
room for an article on the subject 
of “Dictated Copy” versus “Written 
Copy in Advertising.” This idea is 
prompted by the statement you made 
a few months back which revealed 
that you dictate your editorial mat- 
ter into some recording machine. 


It sure puts you right on the other 
side of my desk. 


Cordially yours, 


Milt. Forrest, 
Advertising Manager, 

Wm. E, Phillips Co.,, 
315 West Fifth St., 

Los Angeles, California 


We are reprinting the article 
which appeared in “The Live Wire” 
—published monthly by Local 64, 
National Federation of Post Office 
Clerks, Los Angeles, California. 


A 4c AIR-MAIL POSTCARD 


Word has just come from Hon. 
Chet Holifield, 19th California Dis- 
trict representative in Congress, that 
a suggestion for a 4c Air Mail Post 
Card, proposed by Milt. Forrest, ad- 
man for the Wm. E. Phillips Co., Los 
Angeles jewelers, is now H.R. 4143 
on the docket of the 78th Congress, 
House of Representatives. 


The speed with which this idea 
caught on is worth relating, It took 
a little less than six weeks from the 
time Forrest wrote his first letter to 
~ time Mr. Holifieid introduced the 

ill. 


Honorable Chet Holifield, 
House Office Building, 
Washington, D. C. 


Dear Mr. Holifield: 


There is an opportunity for the 
greater use of air mail by more peo- 
ple at no additional expense to the 
government and without over-bur- 
dening aeroplane facilities. 
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I refer to a suggestion which I 
should like to make to the Postal De- 
partment through your good offices. 


It is an Air Mail Post Card to be 
sold for 4c. Enclosed you will find a 
design which would be appropriate. 
From a statistical point of view, it 
would be profitable. Local Postal au- 
thorities inform me that one pound 
of average letters consist of 45 pieces, 
whereas one pound of post cards con- 
tain 72 pieces. At the 6c rate the 
pound of letters bring $2.70 in rev- 
enue and the 72 post cards on the 4c 
air mail basis would bring $2.88 to 
the department. This is a 9.4% in- 
crease in return for the same weight 
of mail. 


Furthermore, the saving to the cit- 
izen is 2c for each air mail piece or 
a 33144.% economy. The convenience 
of sending an air mail post card in 
place of a letter is also apparent. 


Many people to whom I have 
spoken, in the Postal Department and 
among citizens commend the idea. 


Your attention is also called to the 
fact that the Republic of Mexico has 
air mail post card facilities. 


Sincerely yours, 


WM. E. PHILLIPS CO. 
(Signed) Milt, Forrest, 
Advertising Manager 


On February 13, 1944, the follow- 
ing letter was received by Forrest: 


Congress of the United States 
House of Representatives 
Washington, D. C., Feb. 8, 1944 


Mr. Milt. Forrest, Adv. Manager, 
Wm. E. Phillips Co., 

315 W. Fifth St., 

Los Angeles, California, 


I am enclosing for your considera- 
tion the bill which I have introduced 
in regard to your airmail postcard 
idea, mentioned in your letter of De- 
cember 29. 


I have sent copies of this bill to the 
Post Office Department for their com- 
ment and as soon as I can report fur- 
ther developments of this matter, I 
will be glad to do so. 


Thank you for bringing this matter 
to my attention, and be sure I shall 
always be glad to hear from you. 


Sincerely yours, 
(Signed) Chet Holifield 


Member of Congress 
19th District, California 


78th Congress 2nd Session H.R. 4143 
In The House of Representatives 
February 7, 1944 


Mr. Holifield introduced the follow- 
ing bill: which was referred to the 
Committee on the Post Office and 
Post Roads. 


Be it enacted by the Senate and 
House of Representatives of the 
United States of America in Congress 
assembled, That the Postmaster Gen- 
eral is authorized and directed to fur- 
nish and issue to the public, with post- 
age stamps impressed upon. them, 
“air-mail postal cards,’ manufactured 
of good stiff paper, of such quality, 
form, and size as he shall deem best 
adapted for general use, which cards 
shall be used as a means of postal 
intercourse, under rules and regula- 
tions to be prescribed by the Post- 
master General, and when so_ used 
shall be transmitted through the 
mails at a postage charge of 4 cents 
each, including the cost of their man- 
ufacture. 


Sec. 2. Section 2 (a) of the Act en- 
titled ‘“‘An Act to revise air-mail laws, 
and to establish a commission to make 
a report to the Congress recommend- 
ing an aviation policy,’ approved 
June 12, 1934 (U.S.C. 1940 edition, 
title 39, sec. 463), is amended to read 
as follows: 


“Sec, 2. (a) Effective July 1, 1934, 
ihe rate of postage on air mail, ex- 
cept postal cards, shall be 6 cents for 
each ounce or fraction thereof. The 
rate on air-mail postal cards fur- 
nisned by the Postmaster General 
shall be 4 cents each,” 


Reporter’s Note: Sure ... we like 
the idea. Readers are urged to 
write to their Congressman or Post 
Office officials about it. 


Sure... (also) ... we'd like an 
article on “Dictated Copy versus 
Written Copy in Advertising.” 


PAPER SHORTAGE 


. to the contrary notwithstanding, 
National magazines in April carried 
28.1% more advertising than in the 
same month last year. They have 
either learned from the Graphic Arts 
Victory Committee how to make pa- 
per S-T-R-E-T-C-H or they are gyp- 
ing the public out of reading matter 
it pays for. 


From Advertising Highlights, 806 
Publication Building, Pittsburgh 22, 
Pa. 


THE REPORTER 
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[I] WASTE ... OR CONSERVA- 
TION. Our conservation conscious 
mind took a tail spin a few days 
ago when we opened a large en- 
velope from the RKO Promotion 
Office (Leon Bamberger at _ it 
again). The front cover of the 
“folder” measured 10” x14%”. (An 





attention getter ... see illustra- 


tion!) We opened ... and opened 
. and still another fold. Finally 
opened, the sheet measured 
40” x 58”. We were just on the point 
of calling Leon to ask “Don’t you 
know there’s a war on?” ... when 
we noticed that the full inside 
spread was a normal size lobby pos- 
ter to advertise “Step Lively.” Leon 
had made his broadside mailing by 
printing the sales story on the back 
side. So we cancelled the call. 


Maybe the lobby posters could be 


(|) THE FISH FIGHT CONTINUES. 
On June 16, 1944, the 17th District 
Post of The American Legion, De- 
partment of California, passed the 
following Resolution: 


WHEREAS, the 25th National Con- 
vention of the American Legion in 
September, 1943, adopted its resolu- 
tion No. 296 which condemned the 
misuse of the franking privilege by 
Hamilton Fish and other members of 
Congress, and 


WHEREAS, the mandate embodied 
in said resolution is a binding obliga- 
tion upon the National Executive 
Committee for a minimum period of 
one year from its adoption, and 


WHEREAS, the National Executive 
Committee at a meeting thereof held 
on the 2nd day of May, 1944, adopted 
a report nullifying, in effect, the res- 
olution of the National Convention, 
and by so doing acted against the 
said mandate contained in said res- 
olution No. 296 and undertook to ex- 
ercise powers contrary to the Na- 
tional Constitution of the American 
Legion, and 


WHEREAS, said action of the Na- 
tional Executive Committee deprives 
the membership of the American Le- 
gion of its democratic right to control 
its executive body; 


NOW, THEREFORE, be it resolved 
by the 17th District, The American 
Legion, Department of California, in 
regular meeting assembled this 16th 
day of June, 1944, that we reaffirm 
our condemnation of the misuse of 
the franking privilege by Members 
of Congress, and we condemn the 
action of any Congressman permit- 
ting the use of the frank by those 
suspected of being agents or sym- 
pathizers of Nazi Germany or other 
enemy countries, and 


BE IT FURTHER RESOLVED that 
the misuse of the franking privilege 
be made the object of a special study 
py the American Legion for the pur- 
pose of presenting and advocating 
such corrective measures as_ such 
study shall prove necessary, and 


BE IT FURTHER RESOLVED that 
this resolution be presented for adop- 
tion to The American Legion, Depart- 
ment of California, and through 
channels to the coming national 
convention of The American Legion. 


Reporter’s Note: From all reports 
strenuous efforts are being 
made to have the next American 
Legion national convention white- 
wash Fish. The California crowd 
has carried the ball so far... but 
are being censured for “dabbling 
in politics” even though none of the 
Californians can vote for or against 
Fish. 


Why don’t other American Legion 
Posts (especially in New York) en- 
ter the fight? 


QUIT YOUR CRABBING CLUB 


Ralph M. Eastman of Boston 
liked our item last month about the 
suggestion for a “Quit Your Crab- 
bing Club.” 


He submits the following verse 
by “anon.” 


A fine thing to remember 

A better thing to do 

Work with the construction gang 
And not the wrecking crew. 








uire with UNCLE °: 


slightly smaller—but no one should _ 
feel inclined to criticize the movie - 
industry very harshly. That indus- 
try has done a whale of a job— 
promoting wartime projects, and in 
furnishing entertainment to the 
boys and girls in service throughout 
the world. 


Because we are specialists 
in envelopes, we “live with Uncle 
Sam’s Post Office.” Tension en- 
velopes are built to conform to 
the latest postal regulations. 
Tension knows how! 


*°* 
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TENSION ENVELOPE CORP. 


So we’ll just pat Leon Bamber- 
ger on the back for making one big 
Sheet of paper do a double job. 
But he needn’t feel puffed up. We 
remember that he got the idea for 
this double duty stuff from his con- 
test. The winner recommended a 
Selling piece which could be used by 
exhibitors to promote the show. 


Serving the Government and our Civilian Customers 
New York 14, N. Y. 
345 Hudson St. 


Des Moines 14, lowa* 
1912 Grand Ave. 


St. Louis 3, Mo.* 
23rd & Locust 


Minneapolis 15, Minn.* 
500 South 5th St. 
Kansas City 8, Mo.* 
19th & Campbell Sts. 
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‘Originally Berkowitz Envelope Co. 
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_| ANOTHER “ANNOUNCEMENT” 
REPORT. Sometimes we feel sorry 
that we ever started the fuss about 
tricky birth announcements .. . but 
suppose that, once started, we'll 
have to keep it up. It seems to be 
one of the most popular forms of 
Direct Mail at the present time. 


Here’s the report: 


Dear Mr. Hoke: 


We here at The Hecht Co. read 
with interest the account in the 
March issue of The Reporter of the 
Turley tricky birth announcement. 


Naturally the spirit of competition 
at once rose up bold and strong, and 
as soon as was humanly possible, our 
production manager, Ben Brodsky, 
brought forth the enclosed timely edi- 
tion of vital battle communiques. 


I think that you will agree it is in 
keeping with the spirit of the times! 


Sincerely yours, 


Nancy Perkins 
Direct Mail 

The Hecht Co. 

F Street at Seventh 
Washington, D. C. 


The card: (Reduced version of 
012” x9” inside of folder.) Outside 
Showed drawing of an “extra” 
newspaper with heading “The Out- 
come Of Our Second Front.” 


HEADQUARTERS 
DAILY BATTLE COMMUNIQUE 


PREPARATION: Nine long months of arduous train- 
ing. 


TACTICS: Heavy blitz. precision timed to the split 
second. 

D-DAY: May 3rd ai! A. M. 

REINFORCEMENTS: Dr. Poul Eanet 

MAJOR BATTLE: Took place at Washington 
Sanitorium, Takoma Pk., Md. 


VICTORIOUS GENERAL: Barry Foward Brodsky, 
fighting weight 9 Ibs. 3 oz. 


FLASH COMMUNIQUE DIRECT FROM GENERAL 
BARRY: “i came. | saw, J conquered. 
Now receiving congrotulations ot com- 
pony headquarters—i216 Concord Ave., 
N. W., Washington, D.C. 
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Warning About 


Dear Henry: 


I don’t know whether the Graphic 
Arts group or the War Advertising 
Council or just who is responsible for 
some of the advertising put out in 
connection with the war effort. How- 
ever, the advertising to which I re- 
fer shows the big “V” with a sup- 
posedly Morse symbol, the lower part 
of the “V” coming between the three 
dots and the dash. 


Having been an old telegrapher, 
for heaven’s sake, Henry, stop the 
use of the Morse symbol in that way 
because in reality instead of having 
the Morse letter “V’” you have split 
it up making two Morse letters ‘“S” 
and “T’’ or “L” as the case may be. 
The dots and dash should never be 
separated because to do so, as stated 
above, forms two separate letters in 
the Morse code as used on the rail- 
roads. I am calling this to your at- 
tention because I know you are ac- 
tively connected with all this work 
and I am sure you want to be tech- 
nically correct on_the use of this sym- 
bol. 

Cordially yours, 


K. E. Kellenberger, 
Union Switch & Signal Co., 
Swissvale, Pa. 


kek/ala 


P.S. Perhaps by breaking up the 
Morse code letter “V” into an 
“S” and “T’” it was the inten- 
tion to mean “Shell Tokyo.” 


Reporter’s Note: There ... you 
have the dope from an expert. Hope 
this reporter has not made such a 
mistake in the past. 


UNORDERED MERCHANDISE 
BRINGS MANY INQUIRIES 


Several correspondents during the 
past month have asked us about the 
mailings of miniature tags being 
made by a Veterans group in Cin- 
cinnati, Ohio. The mailings violate 
Post Office rules against sending un- 
ordered merchandise. We are in- 
debted to the Better Business Bu- 
reau of Kansas City for the follow- 
ing detailed information on the case. 


Inquiries are daily made by per- 
sons who have received unordered 
small identification tags or minia- 
ture license plates from a Chicago 
manufacturer asking that 25 cents 


be mailed to the Disabled American 
Veterans, Cincinnati, Ohio. Follow- 
ing are the facts about this solicita- 
tion, as learned by the Cincinnati Bu- 
reau. 


8,000,000 Tags Mailed 


The tags are mailed to _ license 
holders throughout the country by 
the manufacturer at a cost to the 
D.A.V. of $62.50 per thousand. Ac- 
cording to a statement of an offi- 
cial of the D.A.V. for the year end- 
ing June 30, 1943, around 8,000,000 
tags were mailed. Returns have been 
about 40 per cent and contributions 
have averaged approximately 5 cents 
per order, plus the 25c asked. 


According to these estimates, the 
mailing of the tags would cost the 
organization $500,000. With returns 
of 40 per cent, the D.A.V. would re- 
ceive $800,000 plus $160,000 in con- 
tributions on the basis of 5 cents per 
order. The gross take of $960,000 less 
the $500,000 cost of purchasing and 
mailing the tags leaves a net profit 
of $460,000. 


This merchandise is unordered, and 
persons receiving it are not obligated 
to pay for or return it. 


This solicitation is in interstate com- 
merce and is not covered by the local 
ordinance which has effectively regu- 
lated local solicitations, by keeping 
their operating expenses low. Local 
charities and patriotic solicitations are 
limited to a 25% expense for collec- 
tions, whereas the unordered D.A.V. 
tag scheme operates on more than a 
50% expenditure. 


ASKING FOR BUSINESS 


We like the way the Fetter Print- 
ing Company, Inc., of 233 E. Wal- 
nut Street, Louisville 2, Kentucky, 
asks for business on the back page 
of its spicy* monthly house mag- 
azine “Fetter Pippins.” Here’s the 


copy. 


WE JUST SAY—“Frankly Gentle- 
men we want your business.” We 
believe the public is very tired of 
those super-duper “sales approaches,” 
which give the buyer the impression 
that he is considered a nit wit and 
can be fooled by a lot of faticy bunk— 
We do want your business and will 
try our darndest to deserve it. 


*“Retter Pippins” is an 8 page, 
5%” x8%” affair largely devoted to 
more or less spicy stories which 
probably account for the fact that 
many requests for copies of F. P. 
have to be turned down. 
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INQUIRY! 
Dear Mr. Hoke: 
Would you be good enough to ad- 


vise me what you think would be a 


fair return on a Direct Mail Campaign 
soliciting Personal Loans, 


The letter will be sent to a group 
of non-borrowing customers but de- 
positors. 


(from Assistant Vice President 
of large metropolitan bank) 


Our Answer: 


It is absolutely impossible to pre- 
determine with any accuracy the per- 
centage of returns on any specific 
solicitation where money is involved. 


In some cases, 2% return might be 
satisfactory, while in others, it might 
be possible to get 10% or 15% 
or more. 


Several years ago I put out a little 
booklet, reprinting an article I wrote 
on the subject in The Reporter. I am 
enclosing one of these booklets with 
this letter, 


Reporter’s Note: And for the in- 
formation of all subscribers to The 
Reporter . . . we still have some of 
those booklets on the stock shelves. 
If you want one—send us a stamped 
reply envelope. 


COLORED ENVELOPE EDGES 
TO BE ELIMINATED 


The red, white and blue border 
on 6-cent airmail stamped enve- 
lopes is being eliminated to permit 
a 50 per cent increase in output, the 
Post Office Department said yester- 
day. The 6-cent envelope now is be- 
ing used almost exclusively by the 
overseas armed forces. 


The stamped envelope factory is 


turning out 40 million of them 


monthly. 
* 


WHAT’S THIS DEPARTMENT 
Dear Henry: 


I have just received in the franked 
envelope of Representative Hamilton 
Fish a copy of the Congressional Rec- 
ord containing a speech by Hon, Har- 
old Knutson, exonerating Fish by 
quoting a report from the National 
Executive Committee of the American 
Legion, 


It is pretty distasteful reading, and 


I am sorry the Legion made such a 
statement, 
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Is there anything ‘that can be done 
about it? 


Above is part of a letter received 
from a Reporter reader in Kansas 
City, Missouri. We wrote calling at- 
tention to our explanation of the 
Situation in May issue. But the big 
question is: “Why is Hamilton Fish 
(29th District, New York) mailing 
his franked material to a man he 
doesn’t know in Kansas City?” Is 
it possible that after all the pub- 
licity, Ham Fish is still allowing 
unknown and unnumbered obstruc- 
tionists to use his franking priv- 
ilege? Maybe, as, if and when Fish 
reads a certain book called “Black 
Mail” he will change his tactics. May- 
be he will have them changed for 
him ... come this November. 


A LEADING QUESTION 


She was interested in a stove. In 
fact she wanted to buy a stove, and 
told the furniture store salesman that 
was why she was in the store. She 
listened very patiently and meekly 
to the sales patter. She heard about 
noncorroding bolts and patented in- 
sulation material and the gauge of 
steel used, and tricky controls, and 
over-size combustion chambers, and 
all the other things that are so start- 
lingly new in an old lady’s world that 
you'd think they would impress her 
mightily. Finally the salesman paused, 
and she still waited with patient ex- 
pectancy. 


“Well, madam, I’ve told you every- 
thing about the stove,” the salesman 
declared. “Is there anything else 
you'd like to know?” 


“Yes,” she answered. “Will it keep 
an old lady warm?” 





GOOD IDEA FOR MAILING LIST CORRECTION. The International Fibre 
Board Limited (Gatineau, P. Q., Canada), envelope in which is mailed the house 
magazine Ten/Test News caught our eye this month. On back side of envelope 
is printed this coupon (we’ve reduced it from original size 64”x3%”). It is 
printed upside down... that is, on the bottom of back of envelope. If recipient 
follows directions and cuts through dotted line on both sides of envelope, the 
other piece bears the name and address placed on envelope by the sender. Looks 
like a good idea. Could be followed by many mailers. 





IMPORTANT 


Please indicate what 
you wish TEN /TEST 
NEWS to do. 


7 This is an additional 
name; please add to 
your mailing list. 


Please correct the 


address as shown. + COMPANY 


Have We Your Correct Address? 


If you would like any correction made in the name and address indicated on 
front of envelope, please fill in this coupon and mail to 


INTERNATIONAL FIBRE BOARD LIMITED 
GATINEAU, P.Q. CANADA 


Perhaps some of your business associates would be interested in receiving 
TEN /TEST NEWS regularly. If so, jot down name, address, business and title 
in the coupon below. Your request will receive immediate attention 





for name on reverse = 


TITLE 





side of envelope. 


L] 
a Substitute this name 
C) 


Remove this name 


STREET & NUMBER 





from list. 








TOWN 


PROVINCE 





oe eee Oe See eee eoaeoa] 


PLEASE PRINT NAME AND ADDRESS IN BLOCK LETTERS. 


Lehrer wweweeee"w 


Please cut along dotted line and return BOTH sides of envelope. 








MAE 
| Mc GRAW-HILL | 
DIRECT MAIL LIST SERVICE 








WORRIED About LIST CHANGES? 


Perhaps you should be—the rate of change is still 
2 abnormally high, BUT—users of McGraw-Hill Lists 


don’t have to worry about list changes. 


We have a department of 45 people maintaining 
names which cover the fields served by our 24 
publications. 
tention and the addresses contain postal zone num- 
bers, we guarantee our lists, 

With experts agreeing that 60% of a successful 
Direct Mail Campaign is credited to the lists used, 
you are assured of good results if you use McGraw- 
Hill Lists. 

Why not ask for the details? 


McGraw-Hill Publishing Company, Inc. 


; 330 West 42nd Street 


Because these names get 24-hour at- 


DIRECT MAIL DIVISION 


New York 18, N. Y. 
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POST-WAR SALES PLANNING CHECK LIST 


Congratulations to the Saturday 
Night Press, 73 Richmond Street, W., 
Toronto 1, Canada, for an intelligent 
booklet on post-war planning. Size 
4”x 9”, 20 pages. 


It is offered as a thought stimu- 
lator for Sales Managers. One page 
of explanation, then on each page 
two large blocks—each devoted to 
one point, with plenty of extra room 
for notes and checking space for 
“Immediate Action; Early Action; 
Leave to After War; or Not Ap- 
plicable.” 


Part of the instructions read: 


As you have available time, take 
each of the numbered items in turn 
and read the “Thought Stimulators” 
listed. Do not try to do too many 
at one sitting. Space is left after 
each question to make notations. Be- 
fore going on to the next heading, 
check your decision as to timing. Will 
you take action—Immediately? . 
In the Near Future? ... After the 
War? ... or is the item “Not Ap- 
plicable” to your business? At the 
end of the book, blank pages are pro- 
vided for entering items omitted from 
this list—or for further notes. 


The Reporter is giad to give this 
effort wider coverage by reproduc- 
ing the eighteen points in the check 
list. Here they are: 


1. RECRUITING SALESMEN 


How many new salesmen are re- 
quired ?— Should we survey the 
following sources: Schools and Col- 
leges, Armed Services, Government 
Departments, Own Organization, Dis- 
tributive Outlets ?— Shall we en- 
gage new men now for early train- 
ing? 











2. APTITUDE TESTING 


Should .we invest in Aptitude Tests 
(a) for present sales staff? (b) 
for final determination on new can- 
didates? What about tests for 
potential sales supervisor material? 








3. SALES STAFF—PRESENT STAFF 


(a) Product Training 


Should we prepare an up-to-date re- 
fresher course on product? Can 
it be done by mail? If so—one 
manual or series of pamphlets or bul- 
letins? Who prepares? 














(b) Manufacturing Processes 


Part of Product Training Course? 
or concentrated course at plant 
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‘ preparation of instructions? 


under plant people? - Who pre- 
pares? Who supervises? 
What about class room facilities? 














(c) Product Applications 

Should this be a mail refresher 
course or taught at factory? 
How much research required before 


How 
about guest instructors for user-field? 











(d) Sales Technique 


Has sales force gone “rusty” on 
sales techniques and strategies? 
Will salesmen “stand up” under keen 
competitive selling conditions? 
What about refresher course? 
Sales Training films? 














4. SALES TRAINING— 
NEW STAFF 


(a) Product Training 

Could course for present staff be 
revised for new men? Or should 
new men be engaged and put in office 
positions first? Would this help 
relieve manpower shortages? 











(b) Manufacturing Processes 


Should new men be routed through 
brief attachments to manufacturing 
departments? Could refresher 
course for present staff be revised 
and given to new men? Who 
plans program? 











(c) Product Applications 


Could new men be loaned for short 
periods to dealers or users of prod- 
uct? Should refresher course for 
present staff be revised for new men 
to run concurrently with practical 
training as above? 


(d) Sales Techniques 


What standard sales courses avail- 
able? Will number of new can- 
didates justify class instruction? 
Are cooperative sales training courses 
being conducted locally? 

















5. MARKET DETERMINATIONS 


Should population shifts during war 
years be studied? Should this 
be assigned to agency or research or- 
ganization? What about survey 
of dealer markets? 











6. MAILING LIST CHECK-UP 


Have dealer lists been brought up 
to date? Have user lists been 
brought up to date? Would lists 
of dealers and their help who are in 
the services be valuable? How 
long will list revisions take? 














7. SALES EQUIPMENT 


(a) Sample Cases 
Should present equipment be re- 


viewed? ‘How about question- 
naire to salesmen to obtain their crit- 
icisms of present- equipment? 
What are recent trends in methods of 
carrying samples, catalogs, literature, 
etc.? 











(b) Demonstration Kits 

Do old demonstration methods need 
improvement? Should new ideas 
be developed? What about dem- 
onstrations for new products? 











(c) Showmanship Aids 

Selling through the eye increases 
effectiveness of verbal selling. Do 
sales staff use enough showmanship? 
Should we find out the ideas 
being used by our best salesmen? 








(d) Testimonials Portfolio 


“Third Party” selling adds convic- 
tion. Are we capitalizing on com- 
ments of satisfied customers? 
Can testimonials be obtained? 
Are testimonials well organized in pre- 
sentable shape? 











8. SALES MANUALS 


Should old sales reference manuals 
be reviewed and revised? What 
about basic planning of new sales 
presentation manuals? Should 
salesmen be consulted? Study 
form, novelty, usability 














9. DEALER SUPPORT METHODS 


Should a survey be conducted among 
dealers to find out what kind of pro- 
motion help they will prefer in the 
immediate post-war? Should this 
be done by mail or through sales- 
men? 








10. “BETTER RETAILING” 
COURSE 


Will dealers and their new help need 
a refresher course in modern retail- 
ing ?— How important is sound 
dealer merchandising to sale of our 
product or service? Who would 
prepare course? 











11. DEVELOPING SALES LEADS 


Should studies be made of methods 
to get sales leads (a) for our own 
salesmen? (b) for dealers ?——— 
Can basic thinking on Direct Mail be 
done now? Can this job be as- 
signed to suppliers? 











12. POINT-OF-SALE PROGRAMS 


(a) Merchandise Display 


How important is merchandise dis- 
play to retail sale of our product? 
Could displays be set up and 
photographed? What about pro- 
fessional help? 
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CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 











EQUIPMENT 
MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 


Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co.. 19 S. Wells St.. Chicago, Il. 


HELP WANTED 
AMBITIOUS YOUNG MAN wanted by in- 


dustrial advertising agency to specialize in 
planning Direct-by-mail campaigns for large 
industrial accounts. Should understand 
good layout—but need be no artist. Must 
be able to contact accounts. Emphasis is 
on knowledge of Direct Mail for industrial 
advertisers. Must plan campaigns, write 
letters and copy, create booklets, catalogs, 
etc., and give intelligent direction to lay- 
out men. We offer an exciting opportunity 
to the right man. Our company is long 
established—but “up-and-coming,” located 
in the Great Lakes region, literally sur- 
rounded by good industrial accounts and 
prospects. Kindly write all qualifications 
in detail. Our employees know of this ad. 
Box 602, The Reporter, 17 E. 42nd St., 
New York 17, N. Y. 


PUBLIC RELATIONS OFFICE, highly 
diversified clients, requires meticulous Di- 
rect-by-Mail expert to handle production 
and supervision of mailings. State experi- 
ence, salary desired. Permanent. Box 603, 
The Reporter, 17 E. 42nd St., New York 
os. i Me 














LETTERHEADS 
EVERY EXECUTIVE SHOULD READ 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp., 8% x 11, 125 illustra- 
tions. “EXCELLENT” Printers’ Ink. Mail 
$5.00 to Fredericks Co., 68 Nassau St.. 
New York 7, N. Y. Money refund guarantee. 


MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St.. Chicago. Il. 


POSITION WANTED 























ADVERTISING and SALES PROMO-. 


TION MANAGER (or assistant), strong 
on copy and sales promotion ideas. 
I’ve had 13 years of solid, hardtack experi- 
ence selling with leaflets, booklets, house 
organs, cards, sales letters, sales bulletins, 
catalogs, space ads, publicity and whatnot. 
For agencies and advertisers I’ve written 
general, technical and mail order copy on 
books, drugs, pipes and tobacco, cosmetics, 
financial services, industrial products and 
many others. Know merchandising and 
can create dealer helps and plans that build 
business. Make my own rough layouts 
and have a complete knowledge ef printing 
and production. Thirty-three; married: 
two children; college graduate. Occasional 
trade paper contributor. SEEKING: job 
with post-war future in well-established 
company. Box 601, The Reporter, 17 E. 
42nd St.. New York 17, N. Y. 
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(b) Identification 

Does dealer identification program 
need revision? What are recent 
trends? What about custom- 
built jobs for important outlets? 











(c) Window Display 


Should basic plan for future be 
made now? What about display 
suggestions program incorporating re- 
lated merchandise? Consider 
getting proposal from display coun- 
sel. 











(d) “Good Housekeeping” 


Is store appearance important to 
value of our dealerships? What 
about a manual for dealers based on 
studies of up-to-date methods in light- 
ing, layout, merchandise display, etc.? 








13. SALES STIMULATION PLANS 


(a) Sales Bulletins 


Should form and timing of present 
program be reviewed? Can bul- 
letins to jobbers and dealers be im- 
proved ?— Should Advertising De- 
partment take over sales-slanting of 
copy? 


(b) Sales Contests 


Will sales contests be part of fu- 
ture sales programs? Could se- 
ries of contests be thought out in 
advance of need? How can con- 
tests be dramatized and made ex- 
citing? 




















(c) Sales Drives 


Should we consider monthly or 
periodic drives on different products? 
Should drives be tied in with 
contests ?— What about special ad- 
vertising and promotion support? 











(d) Sales Conventions ' 


Should Post-War Sales Plans Con- 
ference be held (a) for Sales Organi- 
zation ?— (b) for Dealers? 
Should a survey of dealer Post-War 
plans be conducted first and findings 
released at this conference? 











14. CONTINUING EDUCATIONAL 
PROGRAMS 


(a) Dealer Publication 


If one existing, should editorial poli- 
cies and objectives be analyzed? 
How to expand usefulness in future? 
——— If no dealer publication, should 
advantages be looked into? 








(b) User Publication 


Would this be a good method of 
educating users and influencers of 
our product? Should preliminary 
planning be done pending the lifting 
of printing restrictions on this me- 
dium? 








— 


(c) Direct Mail Program 


Should ground work for Post-War 
programs be laid now using Direct 
Mail on newsprint (a) to Dealers? 
(b) to Users? Should lat- 
ter be cooperative with dealers? 














Send for This Free 
Specimen Book 


53—COLORS, BLACKS, WHITES, COMPOUNDS 


Write to International Printing Ink, 350 Fifth Ave- 
nue, New York 1, N. Y. Branches in principal cities. 


som 
UILD 


SINCE 1899 


Lists 


When you think of mailing-lists— 
think of GUILD 


76 NINTH AVENUE 
NEW YORK 11, N. Y. 




















(d) Sales Course for Dealers 
Will green dealer help need edu- 


ation in our product and methods of 


selling it? Should we prepare 
simple retail sales course now? 
Who prepares? 











15. LOCAL TIE-IN CAMPAIGNS 


Should we consider organized local 
advertising campaigns co-ordinating 
all media used?———— What part of 
cost should be shared with dealer? 





16. “BUILDING-UP” OF SALESMEN 


Do we have a job to do of intro- 
ducing old salesmen to new terri- 
tories ?— Also new salesmen ?—— 
Should special campaign of advance 
mailings be developed? 








17. “REPEAT SALE” FOLLOW-UP 


What can be done to facilitate dealer 
re-orders ?—- What can be done 
with consumers and users? What 
can be done to make one product sell 
other products in the line? 








18. PUBLIC RELATIONS TIE-UPS 


Are salesmen kept constantly in- 
formed? Are dealers kept sold 
on the company and its policies? 
Can local sales programs capitalize 
on public relations activities? 
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ENTERNATIONAL COOPERATION 
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Put the ‘NZ’ in Anzac... 


Back in 1915 New Zea- At home we can help the cause for 


landers put the “NZ” 
ANZAC when the Austral- portant daily little things such as saving 


which they’re fighting by doing the im- 


ian and New Zealand Air waste paper. International Paper Com- 

Corps combined. Yanks, pany urges careful conservation and 
too, are experts at teaming up constant salvaging of paper — for paper 
with other husky lads possess- is a vital material in winning the war. 


C ing keen eyes and rugged grins. 
o TH WAR LOAN eee BUY MORE 


No wonder Yanks and New Zealanders THAN BEFORE 


“down under” have clicked from the very 
start. And this is the kind of hearty ° 
International Cooperation that gets Srlornational 
things done the world over. 

PAPER COMPANY 


220 E. 42nd ST., NEW YORK 17, N.Y. 


PAPERS FOR PRINTING AND CONVERTING 
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